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INTISARI 
Penelitian ini bertujuan untuk mendeskripsikan perilaku konsumen 
dalam mencari, membeli, menggunakan, mengevaluasi serta tindakan yang 
dilakukan setelah membeli dan menggunakan pashmina impor di Surabaya. 
Perilaku konsumen tersebut mencakup Who is buyer, What they buy, Who 
influence their buying, Why they buy, Where they buy, When they buy, How 
often they use, How they know about the product, How they evaluated it 
after purchase, How they dispose after the purchase.Target populasi yang 
digunakan dalam penelitian ini adalah responden yang pernah membeli dan 
menggunakan pashmina impor minimal memiliki 3 buah pashmina impor 
dalam kurun waktu 1 tahun disurabaya. 
 
Metode yang digunakan untuk pengolahan data dalam penelitian ini 
adalah tabel frekuensi, tabel histogram dan tabulasi silang.Hasil penelitian 
menunjukkan bahwa konsumen pengguna pashmina impor sebagian besar 
berusia 21 -35 tahun, berstatus menikah, dengan tingkat pendidikan terakhir 
D3 – S1 dan berprofesi sebagai ibu rumah tangga. Berdasarkan hasil dari 
tampilan data diketahui bahwajenis bahan yang sering dibeli oleh konsumen 
di Surabaya adalah cotton polyester. Pihak yang paling  mempengaruhi 
konsumen adalah keluarga. Mayoritas konsumen membeli karena motif 
pashmina impor unik dan tidak pasaran.Konsumen paling banyak membeli 
pashmina impor di online shop.Sumber Informasi utama konsumen 
mengetahui mkoleksi terbaru melalui social media.Dengan frekuensi 
pembelian 3 – 5 kali dalam setahun, sebagian besar konsumen menyatakan 
puas.Dari evaluasi kepuasan konsumen diketahui ada konsumen yang 
menyatakan cukup puas dan ada pula konsumen yang merasa tidak puas 
setelah membeli dan menggunakan pashmina impor. Mayoritas responden 
akan tetap menyimpan atau memberikan kepada keluarga atau orang lain 
apabila sudah merasa bosan dengan pashmina yang dimiliki. 
 











 This study aims to describe the behavior to consumers is finding, 
buying, using, evaluating, actions taken after the purchase and use of 
pashmina import in Surabaya. Consumen behavior include Who is buyer, 
What they buy, Who influence their buying, Why they buy, Where they buy, 
When they buy, How often they use, How they know about the product, How 
they evaluated it after purchase, How they dispose after the purchase. 
Target population used in this study were respondents who had bought and 
used pashmina import at least 3 pieces a year and lived in Surabaya. 
 
 The method of processing data in this research are  frequency table, 
histogram table, and cross tabulation. The result shows that most of import 
pashmina scarf consumers are married people whose educational level are 
diploma 3 – bachelor degree and being housewives. Based on displayed 
data it may be perceived that most popular material among Surabaya 
consumers is cotton polyester. The most influential side for consumer is 
family. Most of them purchasing import pashmina scarves is their unique 
motif and limited edition. Mostly people get their import pashmina scarves 
by online shopping  and they get any new collection by social media. And 
frequency of purchase is 3 – 5 times a year, and mostly satisfied with them. 
Regarding to consumer satisfaction evaluation, there are  also somewhat 
satisfied  and dissatisfied consumers with purchasing and wearing import 
pashmina scarves. A large number of respondent will either keep their used 
scarves or give them to their family once they get bored of their scarves. 
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